Accordingly, the present study was conducted to identify the determinants of WOM influence and examine their impacts on sport watching behavior. First, a conceptual framework was developed using the WOM impact model proposed by Sweeney and colleagues (2008) . In this framework, eight constructs were identified under four categories; 1. Message sender's characteristics: expertise in a sporting event and trustworthiness 2. Message receiver's characteristics: involvement in a sporting event and susceptibility to social influence 3. Message characteristics: richness of message content and strength of message delivery 4. Interpersonal factors: tie strength and homophily between a message sender and receiver First, we investigated the role of message sender's and message characteristics in predicting perceived WOM influence on message receivers' watching behavior. Then, we also tested the moderating roles of message receiver's characteristics and interpersonal factors on the relationships between perceived WOM influence and its predictors (i.e. message characteristics and message sender's characteristics).
A total of 452 participants were recruited from Amazon Mechanical Turk, an online consumer database maintained by Amazon. Participants were people who had received WOM recommendation about watching a sporting event in the past three months and actually watched the event. SPSS 20.0 was used for descriptive statistics and AMOS 20.0 was used for confirmatory factor analyses (CFA), a structural equation model (SEM), and multiple-group SEM.
The results of CFA indicated a good fit of the model (χ2/df = 1.893, RMSEA = .055, CFI = .973, SRMR = .055). All factor loadings were significant (p < .001; ranged from .54 to .93). The Cronbach's alpha (ranged from .76 to .94), the average variance extracted (AVE; ranged from .56 to .85), and composite reliability (ranged from .79 to .94) indicated that convergent validity and reliability were established. Also, every squared correlation between constructs was smaller than the AVE value implying that discriminant validity was established. After refining constructs, we analyzed the structural model. Overall, the model showed good fit of the model to the data (χ2 = 202.598, df = 107, χ2/df = 1.893, SRMR = .055, RMSEA = .055, CFI = .973). The direct paths from trustworthiness (β = .180, p = .011), richness of message content (β = .250, p = .001), and strength of message delivery (β = .209, p < .001) to perceived WOM influence were significant. In addition, the significant moderating effects of involvement and homophily were found. This study revealed several unique characteristics of WOM in sport viewership. First, a message sender's expertise did not significantly influence the receiver's watching behavior. In previous studies, message sender's expertise has been found to influence positively the receiver's decision making because people regard the information from
